Executive summary
As the number of online sports fans increases, sports organisations have started to use the internet as a marketing tool for maintaining sports fans' Involvement by providing news, scores, individual blogs, online stores and fan forums. Despite the interest of sports businesses in developing their webbased interaction with consumers, little is known about what attracts sports fans to use certain websites. sports fans' choices to visit particular sportrelated websites may be based on different factors than those commonly underlying people's choices to use other types of websites. Accordingly, the purpose of this study is to examine determinants that influence online sports fans' use of sports web portals (e.g. www.espn.go.com, www.foxsport.com).
This study analyses the psychometric properties of Hur, Ko & Claussen's (2007) Sport Web Acceptance Model (SWAM) and attempts to explain why and how sports fans accept and use sports web portals to seek sport-related information. It proposes a competing model that extends the SWAM by incorporating two
Introduction
According to Internet World Stats (2007), more than 1.32 billion people (20% of the total world population) pursue various activities through the internet. More than 238 million people (71.1% of the total population) in North America access the internet for email activity, for information and to purchase products online. As a result, online business has become an important segment of the economy.
The internet also gives sports consumers easy access to key information about their favourite organisations and products (e.g. teams and retail sporting goods). In this study, online sports fans are defined as sports consumers who have purchased sport-related products online, obtained sport-related information online, downloaded game highlights, or shared their opinions online about sport-related issues (e.g. trade of players or hiring of a new coach). The number of online sports fans is increasing. For example, Madden (2003) reported a 73% increase between 2000 and 2002 in the number of people who went online for sports information, and about 44% of internet users have used the internet to look for sport-related information. For example, www.espn.go.com alone had 1.2 billion visits from January to November 2006 (Stories of the Year, 2006) .
As the number of online sports fans increases, sports organisations have started to use the internet as a marketing tool for maintaining sports fan involvement by providing news, scores, individual blogs, online stores and fan forums. For example, professional sports organisations in the US, such as the National Football League (NFL) and the National G APRIL 2012 G International Journal of Sports Marketing & Sponsorship
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Basketball Association (NBA), have changed their official websites. The new websites have visual appeal, revamped individual blogs and social networking spaces in which sports fans can share their opinions and make bargains for sports event tickets (Stories of the Year, 2006) . Recently, www.nbc.com provided live game and replay video content of the 2008 Beijing Olympics at www.nbcolympics.com. This trend demonstrates the large and growing influence of the internet on the sports industry (Evans & Smith, 2004) .
Despite the interest of sports businesses in developing their use of web-based interaction with consumers, little is actually known about what attracts sports fans to use certain websites. sports fans' choices of particular sport-related websites may be founded upon different factors than those commonly underlying people's choices to use other types of websites. Accordingly, the purpose of this study is to examine determinants that influence online sports fans' use of sports web portals, such as www.espn.go.com and www.foxsport.com. This study analyses the psychometric properties of Hur, Ko, & Claussen's (2007) SWAM. It proposes a competing model that attempts to explain why/how sports fans accept sports web portals when they use them to seek sport-related information. The SWAM was developed by incorporating elements of the TRA (Fishbein & Ajzen, 1975) ; the TAM (Davis, 1989; Davis, Bagozzi & Warshaw, 1989) ; and a framework of Involvement, commitment, and loyalty (Iwasaki & Havitz, 2004) .
Research in sports websites
sports websites can serve as strategic tools for sports organisations and can provide convenient links between sports fans and organisations. Accordingly, sports organisations increasingly rely on websites to accomplish their marketing goals and to improve customer satisfaction. For this reason, scholars in the sports management field have paid increasing attention to marketing opportunities through sports websites and sports fans' behaviour on websites. Kahle & Meeske (1999) identified characteristics and potential roles of the internet in sports business; Caskey & Delpy (1999) proposed revenue models of sports websites; Delpy & Bosetti (1999) identified demographic profiles of internet users; Smith, Pent & Pitts (1999) conducted content analysis of stadium websites; and Turner (1999) introduced integration of TV broadcasts and the internet. While these studies highlighted the importance and function of the internet and sports websites, more recent studies have attempted to understand the users of sports websites or specific functions of sports websites, such as virtual advertising. Recent studies have, for example, explored sports fans' motivation to use sports websites (Hur, Ko & Valacich, 2007; Seo & Green, 2008) and examined marketers' perceptions of virtual advertising (Yu, 2007) and brand awareness of virtual advertising (Tsuji, Bennett & Leigh, 2009 ). In addition, some scholars have examined how professional teams' websites can maximise their marketing opportunities (Carlson, Rosenberger & Muthaly, 2003; Ciletti, Lanasa, Ramos, Luchs & Lou, 2010; Evans & Smith, 2004; Filo & Funk, 2005) and how more sports fans can be attracted to newspaper websites (Butler & Sagas, 2007) or entertainment-games websites (Kitchin, 2006) . Despite this research trend, few studies have applied and examined theoretical models that explain sports fans' use of sports websites. This study, therefore, focuses on sports fans' behaviour when visiting sports web portals.
Theoretical background and hypothesis development
Theory of Reasoned Action (TRA) The TRA is a conceptual framework of distinctions and relations among beliefs, attitudes, intentions and behaviours (Fishbein & Ajzen, 1975) . According to the TRA, an individual's behaviour is determined by his/her volitional intention to perform the behaviour (Fishbein & Ajzen, 1975 
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behaviour (e.g. visiting sports web portals) is predicted by his/her volitional intention. The intention, in turn, is influenced by his/her attitudes toward the behaviour. In other words, a sports fan may have beliefs about a sports website, such as 'The website is organised well' or 'The website is easy to navigate'. Such beliefs may lead the fan to have a favourable attitude toward the website. This attitude influences a set of favourable intentions to revisit the website.
Technology Acceptance Model (TAM) Davis (1989) developed the TAM based on the TRA (Fishbein & Ajzen, 1975) . Originally focused on predicting user acceptance of information technology systems, the TAM includes two main beliefs as predictors for Intention to Use technology systems: Perceived Usefulness and Perceived Ease of Use. Previous studies of the TAM have found it useful in the offline context. In addition, several scholars have found support for the usefulness of the TAM for understanding user behaviour in the online context (Moon & Kim, 2001; Porter & Donthu, 2006) . Researchers have found support for the positive effects of Perceived Usefulness and Perceived Ease of Use on Intention to Use technology (Davis, 1989; Davis et al, 1989; Shih, 2004) .
Several studies have incorporated Perceived Enjoyment and Perceived Trustworthiness constructs into the TAM and found that Perceived Enjoyment (Davis, Bagozzi & Warshaw, 1992; Eighmey & McCord, 1998; Jarvenpaa & Todd, 1997; Moon & Kim, 2001) and Perceived Trustworthiness (Bart, Shankar, Sultan & Urban, 2005; Reichheld & Schefter, 2000) are important antecedents of online consumption behaviour. The SWAM proposed by Hur, Ko & Claussen (2007) added Perceived Enjoyment (Davis et al, 1992) and Perceived Trustworthiness (Belanger et al, 2002) to the two factors -Perceived Ease of Use and Perceived Usefulness used in the TAM (Davis, 1989) . This study uses this expanded version of the TAM, as a foundation to develop a competing model to the SWAM. It develops four hypotheses to examine the relationships between sports fans' beliefs about sports web portals and their Intention to Use these portals. H1: Perceived ease of use of a sports web portal will positively influence Intention to Use the portal.
H2: Perception of the Usefulness of a sports web portal will positively influence Intention to Use the portal.
H3: Perceived Enjoyment of a sports web portal will positively influence Intention to Use the portal.
H4: Perception of the Trustworthiness of a sports web portal will positively influence Intention to Use the portal.
This study then develops a further six hypotheses to examine the effects of Sport Involvement and Psychological Commitment to a Team.
Sport Involvement
According to Laurent & Kapferer (1985) , Involvement causes, or motivates, a certain consequence or a behaviour, such as a consumer's buying behaviour or a communication behaviour. Sport Involvement in this study is defined, therefore, as "an unobservable state of motivation, arousal, or interest" in watching a sports game or participating in a sport-related activity that results in "searching, information-processing and decision-making" (Laurent & Kapferer, p.49) . Another widely used definition of Involvement is "a person's perceived relevance of the object based on inherent needs, values and interests" (Zaichkowsky. 1985, p.342) . Perceived personal relevance is considered an essential element of Involvement (Celsi & Olson, 1988) , which means that the level of a consumer's involvement with a product is largely determined by the degree to which the product is personally relevant to him/her. Many scholars have applied the Involvement concept to the context of leisure and sports consumption (e.g. Funk, Ridinger & Moorman, 2004; Iwasaki & Havitz, 1998 , 2004 Shank & Beasley, RESEARCH PAPER 1998) . Shank & Beasley (1998) found that Involvement is one of the important factors that influence leisure and sport-related behaviours such as game attendance, television viewing and commitment. Additionally, several studies have found that a consumer who is highly involved with a website is more likely to linger or to show the intention of purchasing a product at the website (e.g. Kim & Jin, 2001; Richard, 2005) . Therefore, the fifth hypothesis of this study was generated.
H5: Involvement level in sport will positively influence Intention to Use a sports web portal.
In the online context, a consumer who has a high level of Involvement with a website tends to search for product information there (Balabanis and Reynolds, 2001) . Therefore, the seventh hypothesis is as follows:
H6: Involvement level in sport will positively influence Actual Usage of a sports web portal.
Involvement has been found to be a predictor of Psychological Commitment (Crosby & Taylor, 1983; Iwasaki & Havitz, 1998 , 2004 . Therefore, the relationship between Involvement & Psychological Commitment to a Team is hypothesised as:
H7: Involvement level in sport will positively influence Psychological Commitment to a Team.
Psychological commitment
In organisational behaviour theory, Commitment has been found to be an important factor in determining employee turnover (Farrell & Rusbult, 1981) . Mowday, Porter & Steers (1982) defined Organisational Commitment as "the relative strength of an individual's identification with and involvement in a particular organisation" (p. 27). According to Pritchard, Havitz & Howard (1999) , Commitment is comprised of a set of an employee's cognitive beliefs, which include Behavioural Intention. The concept of Commitment has been applied to the context of sports consumer behaviour. Mahony, Madrigal & Howard (2000) describe Psychological Commitment to a Team as a sports fan's persistence in supporting a certain team, even when the team has performed poorly or changed players or coaches. Iwasaki & Havitz (2004) examined the causal relationship between leisure Involvement, Psychological Commitment and behavioural loyalty to a recreation agency finding that Psychological Commitment mediates the relationship between the Involvement and the loyalty. Eastlick, Lotz & Warrington (2006) found that Commitment to an online retailer is one of the core components of a positive relationship between retailer and consumer, as well as of purchase Intention. Shore & Wayne (1993) also found that an employee's affective Commitment had a positive effect on organisational behaviour. Therefore, the eighth and ninth hypotheses of this study were generated.
H8: Psychological Commitment to a Team will
positively influence Intention to Use a sports web portal.
H9: Psychological Commitment to a Team will positively influence Actual Use of a sports web portal.
Finally, a positive effect of Intention on actual behaviour has been supported by scholars (e.g. Davis, 1989; Fishbein & Ajzen, 1975; Gefen & Straub, 1997; Moon & Kim, 2001; Venkatesh & Davis, 2000) . Therefore, this study's tenth hypothesis is:
H10: Intention to Use a sports web portal will positively influence Actual Use of the portal.
These hypothetical relationships were arranged in a RESEARCH PAPER model form to comprise a competing model to the original SWAM ; see Figure 1 ).
Methodology
Field test and pilot study To refine purify the survey instrument a panel of experts was asked to examine the definitions of each construct to be measured in order to ensure that each item represented the content that it was supposed to measure. In addition to the items themselves, judgments about the response format, the number of scale points and the clarity of the instructions were also made (Netemeyer, Bearden & Sharma, 2003) . Based on the recommendations from this panel, revisions were made to the scale used in the survey.
After revisions were made based on the field test, a pilot study was conducted prior to the main study, this was held at a large university in the north-western United States [the same university as the main study]. Table 3 ). For the TAM Davis (1989) initially developed 14 items for Perceived Ease of Use and 14 items for Perceived Usefulness and then refined the scale into six items per factor. For the TAM-related items in the pilot, we used the six item-scale for the main survey. Davis, Bagozzi & Warshaw (1989) further purified the scale into four items per construct. The four-item scale has been validated in several studies (e.g. Davis & Venkatesh, 1996; Shih, 2004) . Therefore, the researchers were confident that the four-item scale used in the final instrument, did measure what it was intended to measure.
Sample characteristics
The researchers employed a convenience sampling method and directly administered the survey instrument to students who were enrolled during the summer of 2007 at a large university located in the north-west region of the United States. Therefore, the sample may not be representative of the entire population of sports fans who use sports web portals.
Of a sample of 368, a total of 337 subjects completed the survey instrument. The summary of characteristics of subjects is presented in Table 1 . The sample consists of 198 (58.8%) males and 139 (41.2%) females. The majority of the participants were 19-25 years old (80.4%), and Caucasian (White: 71.2%). The participants' favourite sports were football (26.5%), basketball (18.6%) and baseball (13.0%). Their favourite sports websites visited to obtain information about their favourite sport included the CBS website www.sportline.com (32.8%), www.espn.go.com (28.4%), and www.sport.yahoo.com (10.1%). The participants visited sports web portals several times a month and spent around 15-45 minutes a month on average on this activity.
Measures
For the purpose of this study, multiple measures for each construct were developed and modified from items in existing scales. These comprised: Sport Involvement (Shank & Beasley, 1998; Zaichkowsky, 1985 Zaichkowsky, , 1994 ; the TRA (Fishbein & Ajzen, 1975) ; the TAM (Davis, 1989; Davis et al, 1989; Davis et al, 1992; Gefen, Karahanna & Straub, 2003; Moon & Kim, 2001 ); Perceived Enjoyment (Davis et al, 1992;  Using sports web portals ); Perceived Trustworthiness (Eastlick et al, 2006; Koufaris & Hampton-Sosa, 2004) ; Psychological Commitment to a Team (Mahony et al, 2000) . The Sport Involvement measure included a seven-point semantic differential scale and the format for the other measures was a seven-point Likert scale format ranging from (1) "Strongly Disagree" to (7) "Strongly Agree" (see Table  3 ). For the measure of Actual Use, frequency and duration of using a sports web portal were utilised (see Table 1 ). In addition to the measures of eight constructs, other questions (e.g. favourite sport, favourite sports web portals, age and gender) were added to the main survey. For example, we asked "What is your most favourite sport?" and "Which is your most favourite sports website to obtain the information about your favourite sport?"
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Data analysis procedures
To test the efficacy of the proposed competing model, the researchers employed Structural Equation Modeling (SEM) with EQS 6.1. The first step was to test a full measurement model including all constructs of the original SWAM model and to test the reliability (i.e. Cronbach's alpha, composite reliability and AVE and the validity of the measures. The second step was to test the structural model.
Results
Measurement model, reliability and validity tests A Confirmatory Factor Analysis (CFA) was conducted to examine the psychometric properties of the measures. The measurement model yielded an acceptable model fit (x 2 =785.05, df=436; RMSEA=.049; CFI=.95). Cronbach's alpha estimates for constructs in this study ranged between .75 (Actual Usage) and .96 (Perceived Enjoyment and Intention). Composite reliability scores of latent constructs ranged between .76 (Actual Usage) and .96 (Perceived Enjoyment and Intention), all exceeding .70, which is the rule-of-thumb minimum level (Fornell & Larcker, 1981) . The AVE values ranged between .50 (Sport Involvement) and .84 (Perceived Enjoyment and Intention; see Table 2 ).
Evidence of convergent validity is established by high factor loadings in this study (DeVellis, 1991; Netemeyer et al, 2003) . Each measurement scale item's loading on each factor was greater than the suggested value of .70 (Hair, Anderson, Tatham & Black, 1998; see 
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1989; Moon & Kim, 2001; Porter & Donthu, 2006) . To examine discriminant validity, an analysis of correlation between constructs measured was conducted. Correlations between constructs ranged between .28 (Sport Involvement and Perceived Ease of Use) and .82 (Perceived Enjoyment and Intention to Use a sports web portal) and were not excessively high (e.g.<.85; Kline, 2005, p.73) . In addition, each squared correlation should be smaller than the Average Variance Extracted (Fornell & Larcker, 1981) . All AVE estimates were found to be greater than the squared correlations. Therefore, it is concluded that the research constructs are sufficiently distinct from each other (see Table 4 ).
Structural model and hypothesis tests
Structural regression analysis showed an acceptable model fit with x 2 =900.37, df=444; RMSEA=.055; CFI=.94. The research hypotheses were examined by conducting a structural equation model analysis that allows for statistical significances of the path coefficients between constructs. Of the ten hypotheses, six hypotheses were supported and four were rejected at p<.05 (see Table 5 and Figure 1 ).
Development of a competing model
The results of the hypothesis tests showed relatively small effects of Sport Involvement and Psychological Commitment to a Team on Intention and Actual Usage. These results indicate that potential mediating variables may exist between the relationships. In addition, it is important to examine external variables (e.g. individual difference, internet use behaviour, system experience, etc.) as antecedents of belief constructs within the TAM (Legris, Ingham & Collerette, 2003 
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effects, except for the indirect effect of Perceived Usefulness on sports website use, were significant at p<.05 (see Table 6 ). The model comparison between the original and the proposed competing model was conducted on the basis of the following criteria: overall model fit with the CFI; the percentage of the model's hypothesised parameters that are statistically significant; parsimony, as measured by the normed chi-square; and the proportion of variance explained in each dependent variable by measuring the squared multiple correlations (James, Mulaik & Brett, 1982; Morgan & Hunt, 1994 ). The structural model tests of the original and competing models revealed that the CFI for the competing model (.91) was smaller than that of the original model (.94), which means the original model slightly outperformed the competing model. However, the percentage of hypotheses that were found to have statistically significant support in the original model was 60% (6 of 10 hypotheses), whereas the competing model identified support for 71.4% (10 of 14). In terms of percentages, the competing model has more significant path coefficients.
Next, a comparison of the original model with the competing model using the normed chi-square (x 2 /df) showed that the competing model seems to be slightly more parsimonious (2.03 vs. Figure 2 ). The squared multiple correlations for the original model demonstrate that a slightly greater proportion of the variance is explained by the constructs of Psychological Commitment to a Team (20%), Intention (71%) and Actual Usage (44%), as compared to the competing model (18%, 69% and 42% respectively; see Table 7 ). Even though the original model explained a greater proportion of the variance, more information about the variance explained in dependent variables (due to the inclusion of the four sports fans' beliefs about websites) was 
provided by the competing model. In summary, based upon four comparison tests, the competing model is slightly more parsimonious, shows more significant causal relationships between constructs and provides more information about the dependent variables than the original model. Thus, it is concluded that the competing model is more powerful for explaining sports fans' acceptance of a sports web portal than the original model.
Discussion sports fans' beliefs about sports web portals and Behavioural Intention
Perceived Ease of Use and Intention. The first hypothesis predicted the effect of Perceived Ease of Use on Intention. The results showed small but significant positive effects (path coefficients=.17; see Figure 1 ). This result is consistent with prior studies (Lin & Wu, 2002; Venkatesh & Davis, 2000) . The small effect of the Perceived Ease of Use on Intention can be explained by the fact that the internet has become easier to use and sports fans have become more technologically savvy (Klopping & McKinney, 2004) . In particular, the subjects in this study were undergraduate students who have more than three years of experience in using the internet. In sum, most of the participants were already users of sports web portals and their favourite sports web portal is already very easy to use, resulting in their impression that Perceived Ease of Use is not a concern.
Perceived Usefulness and Intention. The lack of a causal relationship between Perceived Usefulness and Intention (H2) is inconsistent with the findings of a few previous studies that found a positive causal relationship between these constructs (e.g. Davis, 1989; Davis et al, 1989; Shih, 2004) . Those studies, focused on technology use, such as work-related use of word processing or email, found a much stronger effect of Perceived Usefulness on Intention than of Perceived Ease of Use on Intention. The present study, however, found a non-significant relationship between Perceived Usefulness and Intention both in the original and competing models, whereas Perceived Ease of Use positively influenced Intention in both models. This result is consistent with several studies conducted in the online business environment. For example, Lin & Wu (2002) found that Perceived Ease of Use had a much stronger effect on Intention than Perceived Usefulness in the context of internet portal sites, which consumers use voluntarily. Brown, Massey, Montoya-Weiss & Burkman (2002) applied the TAM in a voluntary setting (e.g. a student's use of PowerPoint) and found a non-significant effect of Perceived Usefulness on Behavioural Intention and a significant effect of Perceived Ease of Use on Behavioural Intention. The voluntary nature of sports fans' use of sports web portals may thus explain the lack of support for the second hypothesis.
Perceived Enjoyment and Intention
Among the four beliefs-about-portals constructs, Perceived Enjoyment was the most significant determinant of Intention with a path coefficient of .68. This result supports previous studies which revealed that Perceived Enjoyment is one of the key factors in determining end users' acceptance of systems (Davis et al, 1992; Igbaria, Schiffman & Wieckowski, 1994; Moon & Kim, 2001 ). Interestingly, Atkinson & Kydd (1997) found that Perceived Usefulness was only a predictor of web usage behaviour for course-related purposes (e.g. library search), whereas Perceived Enjoyment and ease of use were predictors of usage for entertainment purposes. The results of this study support the findings of prior studies conducted in a voluntary entertainment website environment such as blog usage (Hsu & Lin, 2008) . That is, online sports fans are more likely to have an Intention to Use a sports web portal when they perceive they are likely to enjoy it.
Perceived Trustworthiness and Intention
There was a positive and significant effect of Perceived Trustworthiness on Intention with a path coefficient of .11. This result supported the findings of prior studies
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on the TAM and Perceived Trustworthiness (Bart et al, 2005; Grabner-Kräuter & Kaluscha, 2003; Reichheld & Schefter, 2000) . Even though the previous studies mainly focused on Trustworthiness in the context of online retailer and shopping behaviours, the results of our study suggested that sports fans' beliefs about the reliability of sports information obtained on sports web portals and the integrity of these portals, is a significant predictor of their future intentions to visit them. The relatively small effect found in this study is expected to increase if the proposed competing model is applied; not just to sports fans' information-seeking behaviours, but also to their purchasing behaviours in the online context. Sport Involvement, Commitment, Intention and Use of a sports web portal Hypotheses 5-10 pertained to the causal relationships between Sport Involvement, Psychological Commitment, Intention and Actual Use of sports web portals. Among the six hypotheses in the original model (see Figure 1) (path coefficient=.48 ). This result is consistent with prior research in which a high correlation between Involvement and Commitment was identified (Crosby & Taylor, 1983; Iwasaki & Havitz, 1998 , 2004 Kyle & Mowen, 2005) .
The effect of Intention on Actual Use of sports web portals was significant (path coefficient=.64 for both original and competing models, at p<.05). This result is consistent with the findings of prior studies that suggested a strong causal relationship between Intention and Actual Use (Gefen & Straub, 1997; Moon & Kim, 2001; Venkatesh & Davis, 2000) .
A competing model
The results did not support our hypothesised relationships between Sport Involvement and Actual Use of sports web portals, or between Commitment, Intention and Use. Thus, we proposed a competing model to examine the role of sports fans' beliefs about sports web portals as mediating variables. Although we did not find a significant improvement of model fit in the competing model, the competing model does help to explain the non-significant relationships. The major advantage of the competing model over the original model is that the competing model allows for examination of the indirect effects of Commitment on Intention and Actual Use through the mediating variables of Perceived Ease of Use, Usefulness, Enjoyment and Trustworthiness. The path coefficients from Commitment to Perceived Ease of Use (.60), Usefulness (.64), Enjoyment (.63) and Trustworthiness (.65) were all significant at p<.05. These results suggest that Commitment indirectly influences Intention to Use and Actual Use when the four belief constructs mediate the relationships. As mediating variables, consumer beliefs about websites were thus identified as important predictors of Behavioural Intention and Actual Use, with one exception (Perceived Usefulness; see Table 6 ).
Within the competing model, the influences of Sport Involvement on the four beliefs about sports web portals were not significant except for Perceived Enjoyment (path coefficient =.12 at p<.05; figure 2) Interpretation of the results Caution should be exercised in interpreting these results. First, the researchers utilised a convenience sampling method. The majority of subjects who participated in the survey were undergraduate students at a large university in the north-western United States. Most subjects were computer literate, internet-savvy and highly involved in sport. Even though the competing model fits to the data well, further studies are necessary to confirm the factor structure and the causal relationships between constructs by using a broader sample in order to increase generalisability of the research findings. For example, the effect of Perceived Ease of Use on Intention might be greater if the model is tested with an older group. Additionally, Usefulness and Trustworthiness may be significant factors when applied to a different type of online sports consumption, such as purchasing sports products online.
Second, this study focuses on sports fans' perceptions of general sports web portals such as www.espn.go.com, www.sportlines.com or www.foxsport.com which are primarily used for information-seeking. Model fits and path coefficients might differ across different types of websites. Therefore, future studies should examine sports consumers' behaviour on different types of websites, such as online sport-related shops, sports teams' websites or fantasy sports websites.
Third, in this study, only two sport-related constructs (Sport Involvement and Psychological Commitment to a Team) were incorporated into the SWAM model (Davis, 1989) . Future research using other sportrelated constructs (e.g. Sport Spectators' Motivation or Fan Satisfaction/Perceptions of Service Quality) may further improve our understanding of online sports consumption behaviour. Nonetheless, this study makes contributions to both theory and practice.
Theoretical implications
Although some scholars have paid attention to online sports business, their studies have focused on content analysis (e.g. Smith, Pent & Pitts, 1999) ; demographic profiles of online sports consumers (e.g. Brown, 2003) ; and motivation research (e.g. Hur, Ko & Valacich, 2007; Seo & Green, 2008) . There has been little research applying consumer behaviour theories to online sports consumer behaviour. This study is expected to contribute towards filling the gap in current literature between sports marketing theory and management information systems theory. In order to accomplish this goal, the Technology Acceptance Model (TAM) has been supplemented with sportspecific constructs (Sport Involvement and Psychological Commitment to a Team) and applied to the sports web portal environment. This conceptual framework may become a fundamental base for understanding sports fans' online information consumption behaviours. In particular, it provides information about how sports fans perceive and accept sports web portals and how their involvement level in sport and commitment to a team influence their intention to use the portals and are related to their actual use.
In addition, as the TAM has mainly focused on work or mandatory system use environments, this study extends TAM-related research by applying the model to the voluntary leisure use environment common in the entertainment and sports industry.
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Practical implications
This study contributes to the understanding of sports fans' perceptions about and acceptance of sports web portals and provides a practical marketing tool for evaluating the likelihood of fans' intention to use the portals and their actual visiting behaviours.
First, among sports fans' beliefs, Perceived Enjoyment is the most important determinant of Intention to Use and Actual Use of sports web portals. Although the portals are useful sources for sports fans' favourite team information with regard to game scores, player statistics, game schedules etc., sports fans are more likely to visit the portals when they feel that the portal itself will add to their enjoyment. Therefore, sports website managers need to focus more on how to enhance fans' enjoyment of content by using, for example, techniques such as weekly prize quizzes, interviews with star players and video highlights.
Second, although Sport Involvement directly influenced Intention to Use a sports web portal, it did not directly affect Actual Use. Also, Psychological Commitment to a Team did not directly influence either Intention or Actual Use. According to the results of the competing model analysis, these two sportsrelated constructs (Sport Involvement and Psychological Commitment to a Team) are more likely to indirectly influence Behavioural Intention and Actual Use through sports fans' beliefs about sports web portals (Perceived Ease of Use, Perceived Enjoyment and Perceived Trustworthiness). Therefore, attention should be paid to sports fans' beliefs about these portals in attempts to increase future Intention to Use and Actual Usage behaviours. Sports marketers should realise that, in the online sports consumption context, these beliefs about the attributes of websites link high Involvement levels in sport and high levels of Commitment to a Team with fans' Intentions to use and Actual Use of sports web portals.
Conclusion
This study provides an integrated model of sports fans' sports website acceptance decisions by incorporating three fairly well accepted models. Although the original SWAM model fits the data fairly well, several hypothesised relationships were not supported. However, our proposed competing model supports additional hypothesised relationships and provides more information about dependent variables. Since there has been a lack of research on sports fans' behaviour in the context of online sports business, the SWAM competing model and the empirical test results, will assist sports marketers to gain a better understanding of how online sports fans develop an intention and decision to use, a sports web portal.
